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In the UK, the British Code of Advertising, Sales Promotion and Direct Marketing (the Code) is the rule book for non-broadcast advertisements, sales promotions and direct marketing communications (marketing communications). The sales promotion rules are designed primarily to protect the public but they also apply to trade promotions and incentive schemes and to the promotional elements of sponsorships. They regulate the nature and administration of promotional marketing techniques. Unfortunately in Ukraine there is no such self-regulation system. But I think that it is necessary to introduce the same regulation. And by the way, we can use the experience of Grate Britain.
The basis of any claim should be explained clearly and should be qualified where necessary. Unqualified claims can mislead if they omit significant information.
Claims such as ‘environmentally friendly’ or ‘wholly biodegradable’ should not be used without qualification unless marketers can provide convincing evidence that their product will cause no environmental damage when taking into account the full life cycle of the product. Qualified claims and comparisons such as ‘greener’ or ‘friendlier’ may be acceptable if marketers can substantiate that their product provides an overall improvement in environmental terms either against their competitors’ or their own previous products.
Where there is a significant division of scientific opinion or where evidence is inconclusive this should be reflected in any statements made in the marketing communication. Marketers should not suggest that their claims command universal acceptance if that is not the case.
If a product has never had a demonstrably adverse effect on the environment, marketing communications should not imply that the formulation has changed to make it safe. It is legitimate, however, to make claims about a product whose composition has changed or has always been designed in a way that omits chemicals known to cause damage to the environment.
The use of extravagant language should be avoided, as should bogus and confusing scientific terms. If it is necessary to use a scientific expression, its meaning should be clear.
So, to protect consumers and environment, marketers and promoters should follow such rules. 
	Marketers should not discourage essential treatment. They should not offer specific advice on, diagnosis of or treatment for serious or prolonged conditions unless it is conducted under the supervision of a doctor or other suitably qualified health professional (eg one subject to regulation by a statutory or recognised medical or health professional body). Accurate and responsible general information about such conditions may, however, be offered.
	Consumers should not be encouraged to use products to excess and marketers should hold proof before suggesting their products or therapies are guaranteed to work, absolutely safe or without side-effects.
	Marketing communications should not suggest that any product is safe or effective merely because it is ‘natural’ or that it is generally safer because it omits an ingredient in common use.
	Marketers offering individual treatments, particularly those that are physically invasive, may be asked by the media and the ASA (The Advertising Standards Authority) to provide full details together with information about those who will supervise and administer them.
	Where appropriate, practitioners should have relevant and recognized qualifications. Marketers should encourage consumers to take independent medical advice before committing themselves to significant treatments, including those that are physically invasive.
	Marketers should hold proof before claiming or implying that minor addictions and bad habits can be treated without effort from those suffering. Marketers should not use unfamiliar scientific words for common conditions. Marketing communications should include the name of the product, an indication of what it is for, text such as ‘Always read the label’ and the common name of the active ingredient if there is only one. There should be no suggestion that any medicine is either a food or a cosmetic.
	Marketers must not use fear or anxiety to promote medicines or recovery from illness and should not suggest that using or avoiding a product can affect normal good health.
	Illustrations of the effect or action of any product should be accurate. Marketing communications for medicines should not be addressed to children. Marketers should not use health professionals or celebrities to endorse medicines.
	Marketing communications for any medicine should not claim that its effects are as good as or better than those of another identifiable product. Homeopathic medicinal products must be registered in the UK. Any product information given in the marketing communication should be confined to what appears on the label. Marketing communications should include a warning to consult a doctor if symptoms persist. Marketing communications for unauthorized products should not make any medicinal or therapeutic claims or refer to any ailment.
Promoters should make all reasonable efforts to ensure that their promotions, including product samples, are safe and cause no harm to consumers, their property or the environment.


